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Abstract 
Several scholars in the strategic management literature have long acknowledged the critical role of managerial perception both in 
organizational decision-making and strategy formulation processes. The aim of this paper is to provide an overview of strategy 
research from a managerial perception point of view. Thorough this, the paper analyses 22 managerial perception research 
published in strategic management literature. The study provides evidence for the significant influence that research from a 
managerial perception perspective has had on the field’s understanding of how strategy forms in the organizations. The main 
contribution of this effort is an elaboration of various ways in which managerial perceptions influence strategy development 
process, beyond only implementation. A recommendation of future research opportunities within the managerial perception area is 
also provided. The research method used in this paper is literature review.   
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1. Introduction 
The behavior of human beings and societies are shaped under the influence of various concrete and abstract factors. 
There is no doubt that perception has a special position among the aforementioned abstract factors. Perception, as 
Young (1956) expresses it, refers to sensing, interpreting, and appreciating physical and social processes. As this paper 
is allocated to a high degree with perception, we believe that it is especially essential to elaborate on the nature and 
implications of perception. Even though research efforts on perception are rich and wide-ranging, the intent is not to 
present an extensive list of existing definitions of perception. Instead, the intent, in other words the aim of this paper is 
to establish a common understanding and a broad framework for perception, as a psychological concept and to provide 
an overview of strategy research from a managerial perception perspective. 
 
The Oxford Dictionary defines perception as “the way in which something is regarded, understood, or interpreted.” 
More broadly, perception can be defined as a “complex process by which people select, organize, and interpret 
sensory stimulation into a meaningful and coherent picture of the world” (Berelson and Steiner, 1964:88). In the same 
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manner, perception is “about receiving, selecting, acquiring, transforming and organizing the information supplied by 
our senses” (Barber and Legge, 1976:7). The research efforts on perception can be traced back to Bartlett’s (1932) 
leading studies on the constructive nature of cognition, which argues that schematic thinking dominates human 
perception in ways that human generic beliefs about the world influence and shape information processes. Several 
researchers have extended Bartlett’s work and have advanced the understanding of perception. 
 
In the light of the above descriptions perception as a concept appears to be used in a variety of ways within a 
psychological context. However, we do not aim to enter into a psychological argumentation in the paper. We start with 
a brief walkthrough of the different managerial perception research existing in the literature within the business, more 
specifically strategic management context. By providing a research historic as well as gap in the literature the paper 
serves to reveal the direction in which the field has developed and where the gaps are. In brief, the paper intends to 
provide a guideline for scholars in positioning their future research efforts within managerial perception context. 
2. Perception in Strategic Management 
Organizational culture has been described as a belief system shared by an organization’s members (Spender, 1983) 
and organizations need to analyse their varying perceptions (Keeton and Mengistu, 1992). This need for analysing of 
perceptions is very important for two reasons. On theoretical grounds, differences in perceptions among organizational 
members suggest that the existence of a shared value system (such as strategy development culture) throughout the 
organization be questioned. On practical grounds, identifying differences in perceptions of values held by 
organizational members would have implications for training and development programs. This would be especially 
beneficial for organizations that seek change by lessening differences in perceptions of organizational values (Keeton 
and Mengistu, 1992). 
 
The previous definitions on perception have submitted that from a psychological point of view, people’s 
perceptions have a direct influence upon their decision-making and consequently the result of their decisions. 
Moreover, organizational researchers agree that many vital decisions taken in organizations likely to be affected by 
managers’ individual cognitive processes (Beyer et al., 1997). The critical role of managerial perceptions in 
organizational decision-making and strategy formulation processes has long been acknowledged also in the strategic 
management literature by several scholars. The research on the roles and effects of managerial perceptions in 
management field is yet to be completed, and the search for a better understanding of managerial perceptions on 
strategy in the field of strategic management endures its momentum. Therefore, organization theorists are also 
interested in relationships between perceptions and various aspects of organizations. For example; a study by 
Mahoney (1967) develops models of managerial perceptions of organizational effectiveness, a work by Anderson and 
Paine (1975) posit the influences of the perception of uncertainty in the environment on the perception of the need for 
change in a firm’s strategies. 
 
Despite the abovementioned recognised crucial role of managerial perception in particular on strategy and in 
general on the whole strategy development process, the main research effort in strategic management literature usually 
focus on two areas: That is to say “what is a good strategy?” (Strategy as a product) and “what is good strategizing 
practice?” (Strategy as a practice) (Özleblebici, 2014). Since the managerial perception on strategy has a direct effect 
on strategic thinking and consequently on entire strategic management process (as depicted in Figure-1), it was 
suggested by some others that there is also a need to understand “what is perceived by strategy?” in other words 
“Strategy as perceived” aspect of this broad research topic. Therefore, some scholars have directed their researches to 
a number of gaps that need further explanation by approaching this research topic from a different angle. 
 
























Fig 1. The Role of Strategy Perception in Strategic Management Process (Özleblebici et al., 2015) 
3. Managerial Perception Research Historic in Strategy Literature 
In this research effort, apart from what managers really do in practice (e.g. activities performed or outcomes 
produced) we principally aim to understand how managers perceive strategy and the linkage of this perception to 
strategy development process. This will give an overview of the topics addressed and the methods employed. In this 
sense, this section will enable us to lay the foundations for our research design.  
 
In this light, we aim to bring to the surface the usual research questions addressed by managerial perception field 
and the common approaches and methods used. With the aim of holding a more accurate picture of managerial 
perception research endeavours, we briefly focused our attention in the empirical research that has been developed in 
the field. This is important to enhance our understanding about the types of research conducted, the methods 
employed, and the results reached. We think that this effort is necessary before diving into the details of the research 
topic, because “before we as scholars determine what lens to use, we should have a good understanding of the terrain” 
(Prahalad and Hamel, 1994: 15).  
 
While managerial perception in strategy development process requires a much more subtle analysis, scholars, and 
practitioners are ultimately interested in that area. Historically, one of the first studies, maybe the first attempt to 
consolidate empirical research on the managerial perception topic was Mahoney’s (1967) examination of the 
managerial perceptions of organizational effectiveness. In this research he analysed perceptions of 84 managers in the 
development of models of organizational effectiveness applied in managerial judgments. Managers described 283 
subordinate organization units in terms of 114 variables often mentioned as indicative of organizational effectiveness. 
Managers also made judgments of the overall effectiveness of these organizations. Analysis of the descriptions 
indicated that the 114 variables reflect 24 basic dimensions of organizational effectiveness. Models predictive of 
managerial judgments of organizational effectiveness were developed using these 24 dimensions. The models provide 
a useful framework for the development of criteria for judging organizations for administrative and research 
applications. 
 
In the same year, this time Graham (1967) explored the correlation between the managerial perception of the 
importance of organizational objectives and different managerial characteristics. With a survey of 315 different level 
managers, he confirmed that influence, information, and formal education are positively and significantly correlated 
with one’s perception of the importance of organizational objectives; while years of experience and organizational 
level are not significantly correlated to perceived importance of objectives. 
 
Udell (1968) studied on the high-level managerial perception on the relative importance of marketing strategies in 
manufacturing industry. In his research, he employed a questionnaire to determine the high-level managerial 
perceptions. The results of 485 vice presidents and general managers of the American manufacturing industry 
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companies suggest a theoretical approach for determining the relative importance of product efforts and sales efforts in 
the marketing programs of manufacturing companies. 
 
In their research, Managerial Perceptions and Strategic Behaviour, Anderson and Paine (1975) observed that 
strategy formulation is subject to many subjective (behavioural, emotional, political) forces, which influence its 
ultimate form. They also contended that these various forces could best be dealt with in a perceptual framework. Their 
four quadrant perceptual model presented different kinds of strategy formulation problems, which require different 
strategies for effective solution. Key inputs in their model were managerial perceptions of environmental certainty and 
uncertainty and low and high need for change. According to Hasan et al. (2011), the view of Anderson and Paine 
(1975) suggest that a crucial step in ‘matching’ internal and external characteristics of the firm helps in strategy 
formulation. 
 
An influential article published by Snow (1976) averred that actions taken by the organization in responding to its 
environment are consistent with managerial perception. He investigated the relationship between managerial 
perceptions of, and organizational responses to, a generally similar organizational environment. In his research, the top 
managers of four firms in the college textbook publishing industry were interviewed about the major adaptations, 
which had occurred in their organizations over a three-year period. The findings indicated that managerial perceptions 
play a significant role in the process of organizational adaptation, but this role was more complex than typically 
described in the literature. The following arguments were advanced in his research: (1) management’s perceptions of 
both the environment and the organization are important to the process of adaptation, (2) managerial perceptions 
interact closely with the organization’s strategy for responding to the environment, (3) perceptions fluctuate during the 
course of adaptation, and (4) managers’ perceptions may vary substantially across organizations in a similar 
environment, but each organization can be effective provided that it is properly designed to pursue its chosen strategy. 
These findings indicate that there is not a direct link between managerial perceptions of, and organizational responses 
to, the environment. Instead, the perceptions of individual managers are ‘filtered’ through the organization’s strategy 
for responding to the environment. Strategy, in turn, strongly reflects the perceptions of the dominant coalition of 
higher-level managers and thus takes into account the personal influence and functional (sub-unit) power possessed by 
key executives.  
 
In 1985, Ginter and Rucks further conducted a survey to obtain some indication of the extent to which the planners 
believed that strategic management was practiced as defined by the normative model (Ginter and Rucks, 1985). They 
explored the foundations of the eight step/phase (establishing the mission, setting objectives, environmental scanning, 
identifying internal strengths and weaknesses, formulating alternative strategies, selecting a strategy, implementing a 
strategy, and controlling to insure the strategy is achieved) normative model of strategic management and reported the 
results of empirical research that examined the validity of the model from the perspective of practicing planners. As a 
result, they concluded that the normative model of strategic management is an accurate representation of what 
planners believe to be the steps in the process at both the corporate and business-levels. While the steps were all 
included, there was significant variation among the relative importance of the various steps. 
 
The managerial perception was also at the core of Ireland et al.’s (1987) work on strategy formulation process. 
They employed a questionnaire to 56 managers (12 top managers; 24 middle managers; and 20 lower-level managers) 
from three of the largest companies in South America. Their findings supported the notion that managers’ perceptions 
of the indicators of a firm’s strengths and weaknesses, and of environmental uncertainty, vary by managerial level. 
The authors also argue that differences in these perceptions were discovered to be more significant within each firm. 
  
Grösnhaug and Falkenberg (1989) explored how a firm perceives its own strategy and that of its competitors. In 
their study they selected a sample of seven firms from the Fortune 500 list of the largest U.S. industrial firms 
historically emphasizing wood products over pulp and paper. They conducted a mixed survey methodology (semi-
structured interviews with top management, annual reports, 10-K forms, articles from business periodicals and 
questionnaire) and findings from an exploratory, sociometric study demonstrated that firms and competitors differ 
greatly in their strategy perceptions. They stated that these perceptions were also found to differ from ‘objective’ 
evaluations made by the investigator. Moreover, in this research none of the firms studied was found to change their 
basic strategy in response to environmental jolts. 
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Sutcliffe (1994) investigated the influence of managerial and organizational factors on the extent to which top 
executives accurately perceive environmental instability and environmental munificence. Findings of the survey 
namely a questionnaire conducted to 369 top executives in 65 firms drawn from 32 industry groups suggested that 
environmental scanning and centralization affected perceptions of instability; while work history diversity, team 
tenure, and environmental scanning affected perceptions of munificence.  
 
Kotha et al. (1995) employed a perception comparison research and identified similarities and differences in the 
emphases and patterns that U.S. and Japanese managers attribute to a set of 22 generic competitive methods. In their 
study, they highlighted the different ways that Japanese and American managers combine these methods to form 
general business strategies. Using factor analysis, they showed differences in business strategy patterns between 
managers in Japan and the U.S. According to Kotha et al. (1995) such differences reflect the organizing principles 
underlying the strategy approaches in U.S. and Japanese firms. The results also revealed that the organizing principle 
underlying U.S. responses is the desire to find way to differentiate a firm from its competitors. In contrast, the 
organizing principle underlying Japanese responses is a desire to establish a comprehensive, stable and defensible 
position. They also discussed the implications of these results for strategic management and suggest directions for 
future U.S. and Japanese comparative strategy research. 
 
Bailey and Johnson (1996) conducted one of the most influential research based on managerial perception in the 
literature. They employed a questionnaire to 686 managers in 122 organizations, which measures senior executives’ 
perceptions of the strategy development process in their organizations to examine how context specific configurations 
of dimensions explaining such processes can advance our understanding of strategic management. At the end of the 
research, six configurations are identified as commonly occurring and are seen to be associated with contextual 
variables at an organizational and industry level. The dimensions were (1) the planning dimension (strategy 
development as a rational, analytical, and intentional process), (2) the incremental dimension (an iterative process of 
limited comparison), (3) the political dimension (a process of bargaining, negotiation and influence between internal 
interest groups), (4) the cultural dimension (a process directed by the cultural and cognitive aspects of the organisation 
and its members), (5) the command dimension (a process directed by a powerful individual and their desires for the 
organisation’s future state), and (6) the enforced choice dimension (a result of prescriptive external pressures limiting 
the organisation’s ability to determine its strategies). Furthermore, Bailey et al. (2000) made a broader research with 
5332 managers of 770 organizations by employing a questionnaire of 39 questions of the same dimensions, which 
validated the model and the instrument proposed in the year 1996.  
 
In other research examining the managerial perception, Beyer et al. (1997) focused on the selective perception of 
managers and employed an experimental research with the recruitment of 137 regular full-time MBA students via a 
systematic replication of two previous studies. They aimed to assess the impact that experimental methods had on the 
results and conclusions of two aforementioned important studies. They also made two other contributions: (1) they 
investigated the breadth, as well as the direction, of perceptions and (2) they uncovered evidence that people may 
exhibit selective imperceptions, in which functional experience tends to direct attention away from stimuli in some 
unrelated areas, rather than toward stimuli in areas related to their functional experience. At the end of the research, 
they suggested that managers are broader perceivers when they are encouraged to identify more problems. Also, 
contrary to aforementioned authors’ theories, in their replication belief structure did not mediate the relationship 
between functional experience and selective perception. In addition, predominantly negative relationships were found 
between areas of experience and perceptions, indicating that functional experience may produce selective 
imperception as well as selective perception. 
 
Bowman and Ambrosini (1997) conducted a survey by employing a questionnaire to 426 managers in 32 different 
businesses from a wide spectrum of UK industry and by analysing the performance indicators of the firms and 
examined the connection between performance and consensus of managerial perceptions on strategy. In their study the 
managers’ perceptions of strategic priorities have been plotted on two-dimensional graphs. Strategic business units 
where managers collectively perceive clear priorities about positive strategic orientation will be above average 
performers in their industries. High performing organizations displayed an agreement on a positive strategy, and 
moreover strategic business unit with a perceived positive strategy were performing satisfactorily. In contrast, it was 
suggested that most low performers did not have consistent shared perceptions of strategy. Therefore, their study has 
permitted the surfacing of a relationship between consensus on positive strategies and high performance. This suggests 
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that consensus, in general, does not lead to good performance. Hence, consensus per se is not enough - managers need 
to agree about positive strategies (either differentiation, cost control or both).  
 
Another research on managerial perception was presented to literature by Carpenter and Golden (1997). Their 
research focus was on the perceived managerial discretion topic. Drawing on theories of issue interpretation and 
impression management, they find that managers differ systematically in the amount of discretion they perceive. More 
specifically, the authors found support for the predicted relationship between locus of control, a stable personality 
difference, and perceptions of managerial discretion. They also found that perceived discretion predicts managerial 
power, but only in situations in which the manager actually has little discretion. Their dynamic model presented and 
tested in the research suggests that managers, in part through impression management activities and their ability to 
attend to critical contingencies, may both increase their power and enlarge their latitude for action. 
 
We witness two managerial perception research led by John A. Parnell in 2003. According to Parnell (2003) 
strategic managers are faced with five critical judgment areas within strategy formulation process. These critical areas 
are defined as follows: (1) Approaching strategy as an art or as a science, (2) publicizing the strategy or maintaining its 
secrecy, (3) seeking strategic consistency over the long term or maintaining flexibility, (4) embracing strategic risk or 
avoiding it, and (5) adopting a top-down or a bottom-up approach to strategic planning. Moreover, he puts forward 
specific reasons why organisations would choose to employ a certain approach to strategy development. He then 
identifies these five different approaches to strategy formulation process as a base line and employed two managerial 
perception researches accordingly. In the first one, Parnell (2003) conducted a perception comparison based empirical 
research, which being aim the pure perception of the managers instead of practical applications in the organisations. In 
this study Parnell (2003) compared American and Mexican managers along abovementioned five approaches to 
strategy development processes. According to research findings (1) American managers were more likely to perceive 
strategy formulation as an art, whereas their Mexican counterparts viewed strategy formulation more as a science, (2) 
American managers were more likely to believe that strategy content should be open, whereas their Mexican 
counterparts tended to emphasize the need to keep content hidden, (3) American managers were more likely to 
emphasize strategic flexibility, whereas their Mexican counterparts emphasized strategic consistency, (4) no 
significant difference was found between the American and Mexican managers along the dimension of risk, and (5) no 
significant difference was found between the American and Mexican managers along the dimension of top 
management control of the process. In the second research, Parnell and Lester (2003) examined the predispositions of 
managers regarding the above mentioned five different approaches to strategy formulation process, and then integrated 
them into four comprehensive philosophical approaches to strategy formulation based on the results of cluster 
analysis; planners, artists, participants, controllers.  
 
Collier et al. (2004) explored the relationship between managerial involvement and perceptions on organisation’s 
strategy development process. By employing the Bailey et al.’s (2000) questionnaire to 6394 managers from 601 
different organizations, they concluded that managers’ reported levels of involvement are positively associated with 
perceptions of strategy development processes that are more rational, more focused by a shared vision, and more 
adaptive. In addition, they discovered that involvement is negatively associated with statements describing the process 
as top-down, influenced by politics and slowed by internal culture. Additionally, they stated that those who are more 
involved tend to see business and non-business constraints as less important in determining strategy. Thus, they argued 
that managers who are more involved in strategy not only see the process in a more favourable light but also act in 
ways that make the process more effective. The main implication of these findings is that for most organizations 
increasing involvement improves the strategy development process. 
 
Luoma (2005) investigated the managers’ perceptions of the strategic role of management development. He studied 
on the linkage from the perspective of individual managers, and analyses how the various forms of the linkage relate 
to managers’ strategic awareness and perceived value of management development. The author utilised an internet 
questionnaire to 878 middle and senior level managers from different industries in the Finnish private sector.  
Empirical evidence from Finnish managers implied that the perceived effectiveness of management development and 
the level of strategic awareness of managers are highly inter-related. Therefore, this research made an important 
contribution to the literature by highlighting the need to study strategic management and organisational learning 
increasingly from the perspective of individuals rather than from that of the whole organisation.   
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Siciliano (2007) conducted another comparison based research in order to reveal board involvement in strategy 
process among 277 CEOs and 229 board members of 358 organizations. The comparison of responses from a 
questionnaire survey showed that CEOs view board involvement at a lower level than that perceived by board 
members. In this research, she also revealed that the level of agreement about the board’s involvement in mission 
statement development is associated with board member satisfaction. However, increases in the level of agreement 
about the board’s involvement in monitoring strategy implementation are found in organizations that have less 
favourable financial soundness ratings. 
 
In a more recent research on managerial perception, Buss and Kuyvenhofen (2011) aimed to reveal the middle 
management role in strategy execution based on the perceptions of experienced European middle managers. They 
employed interviews three subjects worked for domestic Netherlands organizations and three for international or 
global companies. At the end of the research, they come up with two main conclusions: (1) the roles middle managers 
have in strategic changes can be clustered into three types: the implementer, the networker and the sense-maker, (2) 
the role typology -implementer, networker and sense-maker- covers the role set performed by middle managers. 
Despite these findings, even the authors criticized themselves regarding the number of interviewees by defining the 
sample size as a small one, and by recognizing specific statistically relevant observations were not possible from this 
data set.  
 
Hasan et al. (2011) studied on managerial perception for the various multi-brands strategies and their 
implementations. They used personal survey technique to gain the data from the 1000 brand/ marketing managers 
from the various industries of Pakistan. The research enumerated the implicit conclusions (i.e. rank/ importance of 
multi brand strategies) which are drawn from the managerial perception for various multi-brand strategies while 
interrogating the impact of such conclusions on the level of implementation of stated strategies. They concluded that 
the strategies which have the higher perceptual rank (importance) are not necessarily implemented the most, as the 
strategy in terms of obtaining more shelf space has a lower comparative rank (importance as perceived by managers) 
but it has the significant and highest level of implementation, while, the strategy in terms of occupying the various 
market segments has an insignificant level of implementations though it has a highest score of perceived importance 
by managers. 
  
Last but not least, Özleblebici (2014) developed an empirically based framework in order to determine and describe 
the understanding and the mode of strategy among business and military managers based on their perceptions on 
strategy and strategy development process. According to the results the comparison of the emphases that are attributed 
to approach to strategy identified significant differences among business and military managers; the actual modes of 
strategy among the business and military managers have been clearly identified (six and five modes for business and 
military managers respectively); and the impact of managerial and organisational characteristics on abovementioned 
strategy modes have been discovered in details. Table 1 summarizes the empirical researches reviewed. 
Table 1 - Managerial Perception Research Historic 
Source Research Focus Research Methodology 
Mahoney, 1967 Managerial perceptions of organizational effectiveness Large scale survey (Questionnaire) – Factor Analysis 
Graham, 1967 Managerial perception of the importance of organizational objectives 
Large scale survey (Questionnaire) – 
Contingency tables 
Udell, 1968 Perceived importance of the elements of strategy by managers Large scale survey (Questionnaire) 
Anderson and Paine, 
1975 Managerial perceptions and strategic behaviour Model development 
Snow, 1976 Managerial perceptions in organizational adaptation Exploratory Study - Interview 
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Source Research Focus Research Methodology 
Ginter and Rucks, 
1985 Planners’ perceptions of the strategic management process 
Large scale survey (Questionnaire) -  
Factor Analysis 
Ireland et al., 1987 
Differences in perceptions of strength and weaknesses 
indicators and environmental uncertainty by managerial 
level 
Limited sample survey (Questionnaire) 
- Factor Analysis 
Grösnhaug and 
Falkenberg, 1989 
Strategy perceptions in changing environments (how a 
firm perceives its own strategy and that of its competitors) 
Mixed survey (semi-structured 
interviews, annual reports, and 
questionnaire) 
Sutcliffe, 1994 Accurate perceptions in top management teams Large scale survey (Questionnaire) - Multiple Regression Analysis 
Kotha et al., 1995 A comparison of emphasis placed on generic competitive methods 
Large scale survey (Questionnaire)- t 
test group comparison & Factor 
Analysis 
Bailey and Johnson, 
1996 
Patterns of strategy development based on managers’ 
perception 




The connection between performance and consensus of 
managerial perceptions on strategy 
Large scale survey (Questionnaire) and 
Data Analyses 
Beyer et al., 1997 Selective perception of managers Experimental research 
Carpenter and 
Golden, 1997 Perceived managerial discretion Management behavioural simulation 
Parnell, 2003 Variations in strategic philosophy among American and Mexican Managers 
Large scale survey (Questionnaire) - 
Factor Analysis, one way ANOVA test 
Parnell and Lester, 
2003 
Middle and upper level managerial perceptions on strategy 
formulation process 
Large scale survey (Questionnaire) - 
Factor Analysis, Cluster Analysis 
Collier et al., 2004 Managerial involvement and perceptions of strategy process 
Large scale survey (Questionnaire) - 
Factor Analysis 
Luoma, 2005 Managers’ perceptions of the strategic role of management development 
Large scale survey (Questionnaire) –  
One way ANOVA tests 
Siciliano, 2007 A comparison of CEO and director perceptions of board involvement in strategy 
Large scale survey (Questionnaire) – 
TOBIT regression model 
Buss and 
Kuyvenhofen, 2011 
Perceptions of European middle managers of their role in 
strategic change 
Limited sample survey (Interview) – 
Content analysis 
Hasan et al., 2011 Managerial perception for the various multi-brands strategies and their implementations 
Large scale survey (Questionnaire) – 
Rank Analysis 
Özleblebici, 2014 Comparison of  business and military managers’ perceptions on strategy 
Survey (Questionnaire) - Factor 
Analysis, Group Comparison Tests 
         Source: Own compilation 
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4. Conclusion 
Our objective in this paper was to provide an overview of strategy research from a managerial perception 
perspective. The review provides evidence for the significant impact that research from a managerial perception point 
of view has had on the field’s understanding of how strategy forms in the organizations. Perhaps the most significant 
contribution is an elaboration of various ways in which managerial perceptions influence strategy development 
process, beyond mere implementation. Organizations need to analyze their subcultures and varying perceptions 
(Keeton and Mengistu, 1992). Through this we believe we have revealed that it is important not only to investigate 
how an organization’s strategy (corporate strategy) is developed but also how managerial perception affects the 
strategic management process. The results have shown different perceptions when relating to strategy. This implies 
that every person is unique and has his/her own interpretation of the surrounding and the strategic instructions given to 
them. Therefore, we think it is important for managers and strategic decision makers that they should understand and 
take this reality under consideration in strategy development as well as implementation processes in their 
organisations. We would therefore like to suggest that organisations themselves can use similar methodologies to 
develop an understanding of their own staff’s strategy perceptions and modes, and act accordingly.   
 
Although this contribution has indeed been significant, we have realized that there has been still a need for 
approaching managerial perception from a different point of view. Having analyzed the research efforts focusing on 
managerial perception in strategic management literature, it became evident that there are two broad areas of empirical 
investigation. On the one hand the impacts of managerial perception on the entire strategy development process or a 
specific phase within the process, with a particular focus on “how this perception may vary in different managerial 
levels, industries, and environments.” On the other hand the effects of managerial perception on organizational 
characteristics such as performance, effectiveness, and objectives. At its core lies the debate on whether managerial 
perception has effect on the strategy development and strategic management processes. Almost all research efforts in 
the field with the exception of the studies conducted by Parnell (2003), Parnell and Lester (2003) and Özleblebici 
(2014) mostly focused to unveil managerial perceptions on the practical application of strategy, rather than focusing 
on managers’ mind directly, where strategy understanding is shaped. Therefore, the literature has been found limited 
by the lack of empirical investigation of the phenomenon itself; “How strategy is perceived by different managers” 
and “How strategy development process is shaped in the mind of different managers.”  
 
With regard to the methods used, in general, almost all reviewed researches used questionnaire and/or interviews 
as their research method. More specifically, questionnaire is a method, which was most frequently used (16 
researches). Rarely used methods were model development (1 research), experimental research (1 research), and 
management behavioral simulation (1 research). Based on these research methods, there are many quantitative 
methods including factor analysis, analysis of variance, t-test, cluster analysis, regression analysis, content analysis, 
rank analysis, and contingency tables. Within these techniques, the factor analysis reveals as the most frequently used 
method in the literature (9 researches). As a recommendation for future research effort in managerial perception area, 
from a methodological standpoint, we would like to remind the future researchers to support their results with a 
qualitative analysis, which can enhance the research findings. This may enable quantitative data (from questionnaire) 
to be corroborated with qualitative data (from interviews). 
 
As with all the research studies, our approach in conducting a literature review on managerial perception has also 
some limitations, which should be mentioned. First of all, we have collected the reviewed articles relying on the 
databases of EBSCO, ProQuest, JSTOR, Emerald and we therefore may have disregarded some critical viewpoints on 
managerial perception on strategy and strategy development process in monographs or practitioner’ books. Some of 
the selected articles for our review, however, rely mainly on concepts from such monographs. This fact can thus make 
up for this limitation to a certain degree. Secondly, we have looked for articles using the keywords “strategy 
perception”, “managerial perception”, “strategy making/formulation/development and perception.” This procedure of 
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